China's creative industries: Copyright, social network markets and the business of culture in a digital age by Montgomery, Lucy
Forthcoming from Edward Elgar Publishing
For your free 
catalogues email: 
info@e-elgar.co.uk
For further information, please contact:  The Sales and Marketing Department  •  Edward Elgar Publishing Limited 
The Lypiatts  •  15 Lansdown Road  •  Cheltenham  •  Glos  •  GL50 2JA  •  UK 
visit our website
www.e-elgar.com
for further info email
info@e-elgar.co.uk
to order, telephone
+44 1235 465500
TO ORDER THIS TITLE, PLEASE CONTACT:
Marston Book Services Limited
160 Milton Park
Abingdon, Oxon  OX14 4SD  UK
Tel: + 44 1235 465500  
Fax: + 44 1235 465555  
direct.order@marston.co.uk
China’s Creative Industries
Copyright, Social Network Markets and 
the Business of Culture in a Digital Age
Lucy Montgomery, Queensland University of Technology, Australia
‘Lucy Montgomery brings together thought-provoking insights into China’s cultural and creative sectors, notably the shift from 
o  cial culture to entrepreneurial consumers, the relative unimportance of copyright compared to Western economies, and the 
need for us to understand evolutionary economics. The result is a new model of China’s online networks as a public source of 
cultural products. Her book should be required reading everywhere that wants to understand what is happening in China.’
– John Howkins, City University, London, Howkins & Associates, Shanghai and author of Creative Ecologies
China’s Creative Industries explores the role of new technologies, globalization and higher levels of connectivity in re-defi ning 
relationships between ‘producers’ and ‘consumers’ in 21st century China.
The evolution of new business models, the impact of state regulation, the rise of entrepreneurial consumers and the role of 
intellectual property rights are traced through China’s fi lm, music and fashion industries. The book argues that social network 
markets, consumer entrepreneurship and business model evolution are driving forces in the production and commercialization 
of cultural commodities. In doing so it raises important questions about copyright’s role in the business of culture, particularly 
in a digital age.
This insightful book will appeal to post-graduate students and academic researchers in China and Asian studies, Intellectual 
Property, cultural studies, fi lm, music and fashion studies, cultural economics and innovation management. People working in 
the creative industries with an interest in devising strategies for expansion into the Chinese market, as well as people working 
in the creative industries outside China with an interest in developing successful digital strategies, will also fi nd much to 
interest them in this book.
Contents: 1. Copyright, Social Network Markets and the Business of Culture  2. Dynamics of Power: From State to Consumer  3. China’s 
Film Industry: State Agency and Structural Transition  4. China’s Music Industry: Space to Grow  5. Fashion and Consumer Entrepreneurs  
6. Copyright Theory and Why China May be Challenging it  7. Transition Phase or a Sign of Things to Come?
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